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Hannaford 
To Buy 8 

Locations 

By DAVID ORGEL 

RICHMOND, Va. — Hanna- 
ford Bros, accelerated its South- 
east expansion last week by reach- 
ing agreement to purchase eight 
supermarket locations from Earm 
fresh, based in Norfolk, Va. 

The transaction, which in- 
cludes seven units in highly com- 
petitive Richmond, jump-starts 
Scarborough, Maine-based Han- 
naford's effort to enter the Rich- 
mond market and continues its 
year-old regional push that began 
with its acquisition of Wilson's Su- 
permarkets, Wilmington, N.C., in 
July of last year. 

The move also represents a 
pullback for Farm Fresh in the 
face of new Richmond competi- 
tion, including reported plans by 
Wal-Mart to convert four discount 
stores to supercenters here. 

The transaction, for $25 million 
plus the value of inventory and as- 
sumed leases, includes seven 
See Hannaford, Page 67 



Inside ^Supermarket News ; : 



2 SN • Supermarket News July 24, 1995 



Aisle Watch 




ify David Merrefield 



Supercenter 
Consumers 



Countless barrels of printer's ink have been spilled over the topic of 
supercenters and what their rollout means for the conventional super- 
market industry. 

But through it all, answers to the question of how successful the su- 
percenter format will be in years to come — and the real degree of 
threat the format poses to conventional operators — remain a bit elusive. 

So, with this issue, SN contributes a little to that gush of ink about su- 
percenters, and a lot to the flow of information and answers to questions. 

Our multipage special report on supercenters starts on Page 1 and 
continues on several inside pages. It includes a look at strategies being 
used by supercenter operators, tactics specific supermarket operators 
are using to fight back, the internationalization of supercenters, con- 
sumer viewpoints on supercenters and the like. 

All those topics are hugely important, but in a way it's consumer re- 
action to supercenters that's really the fundamental consideration. 
After all, if it can be learned just what consumers think of super- 
centers generally, how they shop them, how often they shop, items 
they prefer, and so on, answers to everything else anyone might won : 
der about supercenters become more clear. 

To find what consumers have in mind on just these matters, and 
more, SN did some research the old-fashioned way: We sent a re- 
porter to a state-of-the-art Wal-Mart Supercenter to pose questions 
directly to exiting consumers about the shopping experience they had 
just had in the supercenter. Answers from those consumers form a 
part of this week's supercenter report 

To offer a little more context for the answers, let's take a look at some 
emerging supercenter trends and see what consumers say about them: 

• DRAWING POWER: At issue here is whether shoppers will con- 
sistently drive by one or more conventional supermarkets to patronize 
a supercenter. 

Members of our ad hoc supercenter consumer panel said they 
would do that, but there was a little resistance to traveling a distance 
to shop a supercenter on a frequent basis. 

"We live in Madison [Va.], which is about 25 miles away," one said. 
"We come here about two times a month and otherwise go to the Pood 
Lion and IGAs in Madison." 

• PRICE: The question here is the degree to which supercenter 
shoppers are motivated by the price offer. 

Respondents left little doubt that price was what they had upper- 
most in their minds in shopping the supercenter, and that they would 
buy all of their market basket, or portions of it, wherever they 
thought the cost to be least 

*TTne supercenter] is closer, but my basic grocery shopping is at 
Food Lion. Canned goods are cheaper at Food Lion, so I buy them 
there," said one shopper. 

"I think Food Lion still has the prices beat," said another. "I really 
shop by price." 

• CROSS-SHOPPING: Here the quandary is whether shoppers 
will buy food and nonfood during the same trip to the supercenter. Ev- 
identially, some will and some won't 

"I go to the Food lion about once a week for my main grocery shopping 
because at Wal-Mart I know the toothpaste will be at one end of the store 
and the dog food will be over there. That takes time," said one shopper 

But, said another: "The fact that [the supercenter] is big isn't a 
problem because I know where everything is. I buy everything here." 

• PERISHABLES: Supercenter perishable presentations are gen- 
erally considered to be below par as compared to conventional super- 
markets. But that may be changing. 

"The produce is nice and I think it's a little cheaper here," said one 
shopper. 

"When I come here I like to go to the bakery, so maybe that's why 
it always costs more than when I go to Food Lion," said another. 

In sum, then, its apparent that a close look at consumer attitudes is 
bound to turn up areas of vulnerability in the supercenter model that con- 
ventional operators should exploit As important, areas of supercenter 
strength conventional operators shouldn't challenge are also disclosed. 

That means a conventional-store battle plan premised on identifying 
a few important reasons consumers prefer conventional — coupled 
with a program of pumping up and promoting those aspects of product, 
merchandising, price, or what have you — should pay big dividends. 
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19. PRODUCTIVITY 

Advanced point-of-sale systems are heading the list of priorities for 
many management information systems executives. 

This week Spartan Stores is going to start testing new software in- 
tended to streamline operations. 

Electronic marketing's potential for profit and peril will be ex- 
plored at a conference Aug. 13 to 15. 



23. FRESH FOODS 



Copps Corp. is implementing fresh ideas about food and service at 
its newest store. 

Alfalfa's is extending its range into the Northwest 
Balls Food Stores unwrapped three sushi bars in one day. 




53. CENTER STORE 



In cereals, national brands are crackling with activity against pri- 
vate labels that are trying to snap up sales. 

Kroger Co., Nestle USA and Walt Disney Co. teamed for a "Poca- 
hontas" event 

Procter & Gamble and a number of supermarket chains are raising 
funds for seriously ill children. 



57. HOME & HEALTH 

Pushed by many labels, stick goods are not stick-in-the-mud items, 
retailers are saying. 

Associated Wholesale Grocers is expecting its new technologically 
advanced warehouse to strengthen its stores' nonfood posture. 

Furr's Supermarkets is focusing on "Super Video" departments in 
new and remodeled stores. 
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Shaw's Sets Expansion, Big Format 



By LISA A. TIBBITTS 

EAST BRIDGEWATER, 
Mass. — Shaw's Supermarkets 
here is investing more than $60 
million in a new, larger format 
that will facilitate its entry into 
two new markets — Connecticut 
and Vermont 

The new stores, the first of 
which will be unveiled next month, 
will average 65,000 square feet, 
which is 10,000 square feet bigger 
than the chain's largest units cur- 
rently, said Bernie Rogan, corpo- 
rate public relations director, in an 
interview with SN. 

The unveiling will be Aug, 6 in 
Fair Haven, Mass., a state in 
which Shaw's has a major pres- 
ence. Following that opening, four 
units will be opened in Con- 
necticut through the end of the 
current fiscal year in February, 
representing Shaw's first move 
into that state, according to 
Rogan. Connecticut locations are 
Manchester, which is scheduled to 



"Site constraints are 
one of the limiting 
factors to building 
new stores of 
this size/' 

— Bernie Rogan 
corporate public relations 
director 
Shaw's Supermarkets 



open in September; Bristol, set for 
October; Vernon, in November, 
and New Britain in December. 

These additional stores will 
bring Shaw's total number to 95. 
The chain also operates stores in 
Maine, New Hampshire and 
Rhode Island. 

Additional Connecticut stores 
and at least three Vermont stores 
could follow in fiscal 1997 under 
the new format Shaw's currently 



has no stores in Vermont, but the 
chain is seeking permission from 
local communities to move ahead 
with plans for Vermont stores in 
Berlin, Colchester and the South 
Burlington area 

Shaw's is a unit of J. Sainsbury, 
based in London. 

The new concept represents 
Shaw's largest sampling of serv- 
ice departments under one roof, 
including one-hour photo proc- 
essing, dry cleaning, banking, 
pharmacy and a food court A key 
aspect of the new units will be ex- 
panded perishables departments 
with assortments geared to local 
communities, Rogan said. 

Shaw's will also continue to use 
two smaller existing formats, 
which range in size from 48,000 to 
55,000 square feet 

The retailer will consider roll- 
ing out its new prototype wher- 
ever market conditions permit, 
Rogan said. However, because of 
the larger size, the units are not 
viable in all communities, he em- 



phasized. Indeed, one of the new 
units will be less than the full allot> 
ted size. 

"Site constraints are one of the 
principal limiting factors [to build- 
ing new stores of this size]. Bristol 
is 55,000 square feet because of 
site limitations," Rogan said. 

Rogan said the new proto- 
type's service departments have 
appeared elsewhere in the chain, 
but this is the first time they Ve all 
been employed together. 

The prototype projects a dis- 
tinctive New England feel, ac- 
cording to Rogan. "It has two 
gables in the immediate front The 
entry is a glass atrium that rises 
up 30 feet or so. The exit is again 
gabled. The principal difference 
[between this store and Shaw's 
other formats] is the services that 
we will be able to provide." 

The format emphasizes variety 
throughout the store, particularly 
in the perishables departments, 
which have been considerably ex- 
See Shaw's , Page 67 



Class Action Suit Is Filed Against Publix 



By GLEN A. BERES 

LAKELAND, Fla. — Eight 
current and former female em- 
ployees of Publix Super Markets 
here filed a class action suit last 
week, charging the company with 
discriminating against the ap- 
proximately 45,000 women it 
employs. 

The suit, filed in U.S. District 
Court in Tampa, Fla., charges that 
Publix bypassed female employees 
for promotions in favor of less 
qualified male employees, repeat- 
edly denied them full-time status, 
gave them lower pay than male 
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workers performing the same 
jobs, channeled them into lower- 
paying positions with little chance 
of advancement into management, 
denied them training and other 
career-enhancing opportunities 
given to male coworkers, that male 
supervisors and coworkers sub- 
jected them to sexual harassment, 
and that superiors ignored or 
ridiculed their complaints. 

According to attorneys for the 
plaintiffs — Saperstein, Goldstein, 
Demchak & Bailer, Oakland, 
Calif.; Thomas A. Warren, Talla- 
hassee, Fla.; and Charles G. Burr, 
PA, Tampa — it may be the 
largest sex discrimination class 
action suit ever filed. 

The filing is the latest in a se- 
ries of class action discrimination 
suits leveled against major oper- 
ators in recent years. Lucky 
Stores, Dublin, Calif.; Al- 
bertson's, Boise, Idaho; Safeway, 
Oakland, Calif., and Save Mart 
Supermarkets, Modesto, Calif., 
all agreed to multimillion dollar 
settlements in class action cases. 
The Saperstein firm was involved 
in each instance. 

In a statement, Jennifer Bush, 
a Publix spokeswoman, said her 
company is "committed to fair 
promotion practices and any law- 
suit that suggests otherwise is out 
of touch with reality. 

"Women and minorities make 
up more than 30% of [Publix] 
management. The number of 
women in management continues 
to grow as Publix rapidly ex- 
pands," she added. 

Burr, one of the plaintiffs' at- 



torneys, said he believes the op- 
erator's claim of 30% of women 
in management positions is 
misleading because the company 
has recently "reclassified" cer- 
tain positions as management — 
such as assistant deli manager — 
even though such positions en- 
tail no change in pay or job 
responsibilities. 

He also said his side has gath- 
ered statements from "literally 
hundreds" of past and present fe- 
male Publix employees that are 
4 'uncanny in their consistency." He 
said the eight were chosen as 
plaintiffs in the suit because their 
cases were the "most representa- 
tive and compelling." 

The latest case is not the first 
time that charges of sexual dis- 
crimination have been leveled at 
Publix. Last year, the United Food 
and Commercial Workers Union 
launched a campaign against the 
company, urging female employ- 
ees to seek redress for perceived 
discrimination. Publix, a non-union 
employer, called the campaign "a 
blatant attempt ... to exploit the 
news media for [UFCW's] own 
self-serving agenda." 

And a recent suit brought by a 
former female associate was dis- 
missed by the U.S. District Court 
in West Palm Beach, Fla., as "friv- 
olous," the company said — but at 
least two other Florida discrimi- 
nation suits against Publix are 
pending, according to legal ob- 
servers. 

The Equal Employment Op- 
portunity Commission has inves- 
tigated sexual discrimination 



claims against Publix since 1992 
and has "never . . . found reason- 
able cause to believe gender 
discrimination . . . occurred," said 
Charles Shanor, former EEOC 
general counsel, who has provided 
legal counsel to Publix for more 
than two years. 

Shanor charged the plaintiffs' 
lawyers with "attempting to es- 
calate eight diverse and individu- 
alized complaints about various 
local store employees into a class 
action covering nearly 500 super- 
market locations." 

Although no figure for dam- 
ages has been specified in the suit, 
Burr said this case is "consider- 
ably larger" than any of the others 
recently settled and "it would be 
safe to assume the plaintiffs are 
looking for damages in excess of 
$100 million." 

Burr said that in 90 days a 
judge will rule on whether the suit 
should be certified as a class action. 



Clarification 

Fleming Cos., Oklahoma City, 
plans on expanding its general 
merchandise presence in Dallas 
by adding 92,000 square feet to its 
primary GM distribution facility 
there, as reported. 

Once the expansion is complet- 
ed, the company said it will close 
two temporary satellite facilities 
in Dallas and Fort Worth, Texas 
and consolidate all GM operations 
at the primary facility. 

This information was unclear 
in the June 12 issue of SN. 
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Barlow Automates Ordering by Phone 



By DENISE ZIMMERMAN 

ROCHESTER, Minn. — Bar- 
low Foods, a single-unit upscale 
retailer here, has launched a new 
home shopping and delivery serv- 
ice that features totally automated 
telephone ordering. 

Using voice technology, the 
system guides shoppers through 
the order process and allows di- 
rect access to a store data base 
containing descriptions and cur- 
rent prices of about 9,000 items, 
said Dan Neumeister, marketing 
manager. 

Callers are prompted to use 
their telephone dial pad to enter 
item numbers, a personal identi- 



ELIZABETH, N.J. — More 
than 180 ShopRite stores serviced 
by Wakefern Food Corp. here 
began accepting the American 
Express card last month. 

"We are excited to take the lead 
in the Northeast in accepting Amer- 
ican Express," said Joe Sheridan, 
senior vice president of marketing 
at Wakefern. "It will allow us to bet- 
ter serve many of our customers 
who have told us they prefer it as a 
payment method" 



fication number and to designate 
delivery time and date. Individual 
item prices, as well as the total 
cost including delivery fee, are 
stated at the end of the order, 
Neumeister said. 

"To my knowledge, there's 
nothing like this in the country, 
technologywise," he added. 

Barlow Foods launched the pro- 
gram June 14 and hopes to have 
1,000 home delivery "members" 
signed up by year-end, he noted. 
Unlike many home shopping serv- 
ices available to anyone within a 
specified geographic area, Bar- 
low's program requires shoppers 
to complete an application and pro- 
vide credit card information. 



Sheridan added that ShopRite 
hopes for additional sales and cus- 
tomer loyalty because of the high 
number of card holders in its mar- 
ket area. 

ShopRite stores join the small 
but steadily growing number of re- 
tailers offering the card, including 
Bruno's, Birmingham, Ala.; Hughes 
Family Markets, Irwindale, Calif; 
Giant Food, Landover, Md; Smitty's. 
Super Valu, Phoenix, and Ralphs 
Grocery Co., Compton, Calif 



"Omr first home 
delivery order was 
30 miles from here, 

a $192 order." 

— Dan Neumeister 
marketing manager 
Barlow Foods 



Home delivery orders, which 
currently average $80 each, are 
charged directly to customers' 



credit card accounts, eliminating 
the need for delivery staff to han- 
dle payments. 

A $5 service fee is charged for 
orders within the city and $10 for 
orders delivered up to 40 miles 
away. "Our first [home delivery] 
order was 30 miles from here, a 
$192 order," Neumeister said. 

The home delivery program, 
called Market Share, was devel- 
oped by Innovative Retail Solu- 
tions, Redwood Falls, Minn., and 
Barlow Foods is the first com- 
mercial installation. 

Order selection and delivery 
services are provided by the re- 
tailer, Neumeister said. The in- 
store home delivery data base, 



which draws information twice 
weekly from point-of-sale scan 
files, generates printed order lists 
that categorize items by aisle loca- 
tion, for efficient picking by store 
staff 

Neumeister said Barlow had 
no immediate plans to integrate 
its home delivery data base with 
its new electronic marketing pro- 
gram, but that could change be- 
cause the technological capability 
exists. 

The retailer will track pur- 
chases made via home delivery 
and feed that data into its fre- 
quent shopper program, but only 
by product category, not individ- 
ual item. 

Neumeister said Barlow may 
activate a special feature in the or- 
dering process that would provide 
information on sale items. 

"We do have the capability to 
[program the system to] ask, 
'Would you like to hear today's 
specials?* but we haven't turned 
that on. We could, down the road, 
feature 20 items or so on special" 
Neumeister said. 

Neumeister said the program 
offers a valued service to the com- 
munity, whose demographics are 
primarily white collar with a con- 
centration of aging residents- 
Other developments on the 
horizon for Barlow's home shop- 
ping service may include special 
technology to enable physically 
disabled customers to order 
groceries via voice-activated 
technology. A limited run of 
Braille product catalogs is being 
produced for blind shoppers who 
may want to use the home shop- 
ping services, N eumeister 
added. 



Spartan to Test Software for POS, Orders 



Continued From Page 19 
ual data entry. 

"We'll be 'real time' on-line 
with the mainframe at Spartan. 
Everything Spartan knows, well 
know — at the point we need it,* 1 
said Marv Imus, president of Paw 
Paw. "We're putting more power, 
the necessary tools and informa- 
tion where it's best put to use." 

Imus, like Prevos' Rau and other 
independents, has been working 
with Spartan to develop the pro- 
gram for three years. The software 
package is called FS Pro Market- 
place and was developed by Info 



Systems of N.C., Charlotte, N.C. 

The first stage of the test will 
involve integration of POS sys- 
tems with financial operations and 
back-door receiving. Retailers 
transmitting scan data daily to 
Spartan will be able to retrieve 
their stores' movement informa- 
tion as needed, Imus said. 

"Right now, our order book shows 
warehouse withdrawal [data] on 
movement of products. Near term, 
the system will reflect actual scan 
data of those stores that send data to 
Spartan," he said. "So IU have cur- 
rent information on my business — 



EXECUTIVE CHANGE 
Winn-Dixie Unit Taps Supervisor 

LOUISVILLE, Ky. — Winn-Dixie Stores, Jacksonville, Fla., has 
named Jeff Grin stead work methods supervisor for the company's 
Midwest division here. 

Grinstead, who most recently served as a store manager, succeeds 
Scott Northcut Northcut was recently named Midwest division district 
manager, a new position. 

In his new post, Grinstead is responsible for payroll and productivity 
control as well as computerized scheduling. 

Winn-Dixie Stores operates nearly 1,200 stores in 14 states. The 
Midwest division includes 85 Winn-Dixie and Thriftway stores in Ken- 
tucky, Ohio, Indiana and Tennessee. 



ShopRite Stores Sign on 
With American Express 



not an aggregate" of data collected 
from all Spartan stores. 

Prevos* Rau agreed that inte- 
gration and ready access to timely 
data will prove indispensible to in- 
dependent retailers competing 
with the big guns. 

"Right now all our stores, 
headquarters and Spartan are 
their own islands of information. 
It's frustrating to try and blend 
the information or pass it from 
point to point," he said. 

Transfer of data via electronic 
links, rather than through the 
1,000-plus page product catalogs 
distributed to retailers weekly, will 
represent a large step in the move 
to a paperless environment 



"But the bigger issue is being 
able to get at the information in a 
way that is useful," said Rau. 

"We spend a lot of time running 
down pieces of paper. And if we can 
eliminate the paper, then all the 
time we spent doing that can be 
turned into better auditing, better 
reporting and more attention to 
detail, which is what makes the 
better retailers succeed," he added. 

Imus agreed and said inde- 
pendents wfll need to become more 
efficient and can take their cues from 
business strategies implemented by 
chains. He said me Spartan program 
is one way smaller operators can 
achieve that goal without surrender- 
ing their autonomy 
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frequent shopper programs with 
other operators, said Phil Kalivo- 
da, director of in-store media at 
Fleming Cos., Oklahoma City. 

"What's important to us is the 
combining of independent retail- 
ers to build some synergies not 
only locally but regionally and 
even nationally," Kalivoda said. 

"There's got to be a way we 
can build off each other rather 
than everybody doing their own 
thing," he added. 

Some retailers agree such in- 
tegration can prove beneficial. But 
if the transition is not managed 
carefully some retailers risk pro- 
gram failure if they try to do too 
much too soon. 

"The problem with some elec- 
tronic marketing programs is that 
they are too complex for the small 
retailer," said a supermarket exec- 
utive who wished to remain 
anonymous. Such programs often 



require a major investment in 
front-end technology, rather than 
slow upgrading over time, he 
added. 

Fleming has discovered the 
cost of frequent shopper pro- 
grams to be a serious issue for 
many of its smaller independents. 

"I'm very interested in finding 
out ways we can bring a program 
together for our retailers in a very 
cost-effective manner," said Flem- 
ing's Kalivoda, who will also be at- 
tending the electronic marketing 
conference. 

"Cost has been a factor for 
some because you've got to have 
the right kind of front-end equip- 
ment," he said. "These technology 
requirements have slowed our 
[programs'] growth as well." 

For a retailer to succeed with 
electronic marketing, the com- 
pany must not try to hit every tar- 
get at first, the wholesaler said. 

"They need to isolate what 



they're aiming at," he said. "If you 
want to hit a specific market to 
find out who hasn't shopped in 
your store in the last three weeks, 
that's a worthwhile spend." 

Retailers should also realize 
that current electronic marketing 
technology cannot replace mar- 
keting ingenuity. 

One wholesaler said he felt the 
most successful data base mar- 
keting he'd ever seen was as a 
child, when his father, a super- 
market manager, had him monitor 
a competitor's parking lot 

"He told me to write down all 
the license plates of people with 
more than three bags of grocer- 
ies," the source said. "And then he 
direct-mailed to them." 

It's that type of information 
that electronic programs have yet 
to provide, he added. " 'Who's 
shopping at my competitors? How 
much do they buy?' That's what 
you need." 



